ABSTRACT
INTRODUCTION
Wine tourism has emerged as a strong and growing area of special interest tourism and can be seen as an increasingly important component of the tourism product of most wine-producing countries and regions (Hoeksema, 2009) . Tourism trends are changing and are fuelled by changes in the needs of tourists. Although some wineries have had meaningful results, the South African wine industry, in general, has not been too successful in fully optimising tourism opportunities (Loubser, 2004) . The problem with wine tourism in South Africa, according to Loubser (2004) , is that wine makers are interested in cellar door sales, whereas visitors are looking for a total experience, also referred to as a new experience. The total or new experience consists of a combination of interactions at the attractions, in restaurants, and with local people. It furthermore also includes an event programme that offers visitors a variety of entertainment and activities.
